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Who	  is	  in	  the	  room?	  	  
•  Researcher	  
•  Nonproﬁt	  
•  Budget	  Size	  
•  Title	  
	  
What’s	  your	  experience	  with	  social	  media?	  
	  
•  Oversee	  social	  
media	  strategy	  
•  Implement	  social	  
media	  
	  
•  Both	  	  
	  
•  Implemented	  crowd	  
funding	  campaign	  
•  ParEcipated	  in	  
Giving	  Day	  







Leave	  the	  room	  with	  	  
a	  basic	  understanding	  
of	  crowd	  funding	  best	  
pracEces	  and	  starEng	  
point	  for	  a	  strategy	  














“Successful	  Crowd	  Funding	  is	  a	  marriage	  between	  
fundraising	  and	  friend	  raising	  (social	  media)	  –	  a	  
way	  to	  reach,	  culEvate,	  and	  acquire	  new	  donors”	  	  
-­‐	  The	  Networked	  Nonproﬁt	  
Flickr	  Photo	  by	  Good_Day	  
Photo	  by	  Franie	  
Share Pairs and Burning 
Questions 
What	  is	  the	  single	  most	  important	  thing	  you	  want	  
to	  know	  about	  using	  social	  media	  for	  crowd	  
funding?	  
Crowd	  Funding:	  	  Campﬁre	  Stories	  
Photo:	  Wikimedia	  
1885	  Crowdfunding	  Campaign	  
Statue	  of	  Liberty	  Pedestal	  
	  
120,000	  people	  donated	  $100,000	  
	  —	  $2.3	  million	  in	  current	  dollars	  	  	  
	  
	  
Joseph	  Pulitzer	  prints	  the	  
name	  of	  every	  person	  
who	  donated	  on	  the	  front	  
page	  of	  newspaper	  
	  
Published	  human	  interest	  




•  Passion	  for	  project	  
•  Trust	  
•  Something	  bigger	  than	  
oneself	  






•  Online	  Fundraiser	  for	  Surf	  Rider	  FoundaEon	  	  
•  Online	  Memorial	  Event:	  	  	  #OceanLoveEarl	  
	  
Results:	  	  Fundraiser	  for	  Surf	  Rider	  FoundaPon	  
• Raised	  $5,563	  	  
• 128	  donors	  with	  87%	  donaEng	  
suggested	  entry	  gih	  amount	  or	  
more	  
• 85%	  converted	  from	  Facebook	  
• 72%	  were	  strong	  Ees	  that	  I	  had	  a	  
relaEonship	  with	  online,	  	  only	  2%	  
had	  met	  my	  Dad	  
Results:	  	  Online	  Memorial	  Event	  
•  “Social	  Reach”	  according	  to	  Thunder	  Clap	  was	  
1,058,410	  	  
•  A	  total	  of	  3,094	  Tweets,	  Facebook	  Status	  
Updates,	  or	  other	  social	  channel	  used	  the	  
hashtag	  #OceanLoveEarl	  from	  6/23-­‐7/15	  
•  The	  network	  analysis	  map	  revealed	  that	  there	  
were	  ﬁve	  other	  large	  “hubs”	  or	  “inﬂuencers”	  
in	  addiEon	  my	  personal	  network	  	  
Set	  A	  RealisPc	  Goal	  Based	  
Raised	  $5,563	  or	  10%	  over	  	  
$5,000	  goal	  
Don’t	  Set	  Minimum	  GiY	  Levels	  Too	  Low	  
128	  donors	  with	  87%	  donaPng	  suggested	  entry	  giY	  level	  
or	  more	  
Social	  Prooﬁng	  Helps	  Generate	  Most	  DonaPons	  
•  Most	  eﬀecEve	  channels:	  	  
thanking	  people	  publically	  
in	  a	  social	  way	  and	  DM	  ask	  
•  85%	  converted	  to	  donors	  
from	  Facebook	  
Oﬀer	  A	  ConPnuum	  of	  Engagement	  
Higher:	  
Donate	  
Share	  A	  Personal	  








Get	  Inﬂuencers	  To	  Leverage	  Networks	  
There	  were	  11	  blog	  posts	  or	  Facebook	  posts	  
by	  “inﬂuencers”	  modeling	  the	  diﬀerent	  
levels	  of	  engagement	  
	  
Use	  Facebook	  Ads	  for	  Reinforcement	  
Used	  adverEsing	  to	  increase	  reach	  of	  event	  




Capture	  the	  CreaPvity	  
PEOPLE	   • Know	  Your	  Audience	  
OBJECTIVE	  
•  Link	  to	  Outcomes,	  	  Make	  it	  
Measurable,	  Break	  It	  Down	  (Time,	  
Dollar,	  or	  Items)	  
SOCIAL	  
•  Socialize	  Content	  (Stories),	  
Engagement,	  Champions,	  Social	  
Proof,	  Say	  Thank	  you,	  Document	  
Learning	  
TOOLS	   • Crowdfunding	  Plaqorms	  and	  Giving	  Days	  
POST	  for	  CROWDFUNDING	  STRATEGY	  
@kanter	  
•  IdenEfy	  your	  audience	  	  
•  What	  keeps	  them	  up	  at	  night?	  
•  What	  are	  they	  currently	  seeking?	  	  
•  Where	  do	  they	  go	  for	  informaEon?	  
•  What	  inﬂuences	  their	  decisions?	  
•  What’s	  important	  to	  them?	  
•  What	  makes	  them	  act?	  	  
PEOPLE:	  Who	  Is	  Your	  Target	  Audience?	  
Who	  Gives	  To	  Crowd	  Funding/Nonproﬁts	  
hNp://www.kimbia.com/gives-­‐crowdfunding-­‐events/	  
ObjecPves	  
•  Fundraising	  aside,	  what	  objecEve	  are	  you	  hoping	  to	  
achieve?	  
•  What	  would	  success	  look	  like	  a	  year	  aher	  the	  
campaign	  ends?	  Think	  about	  how	  you	  can	  advance	  
other	  long-­‐term	  objecEves	  in	  addiEon	  to	  your	  
immediate	  need	  for	  funding	  
•  What	  resources	  and	  Eme	  do	  you	  currently	  have	  to	  





Set	  A	  RealisPc	  Goal	  Based	  on	  Benchmarking	  
Don’t	  suﬀer	  
from	  too	  small	  
to	  fail	  …	  
OBJECTIVE:	  	  BE	  SPECIFIC	  
•  What	  is	  the	  cost	  of	  the	  project	  or	  idea	  (don’t	  forget	  to	  include	  fundraising	  costs)?	  
•  Item	  Speciﬁc:	  	  	  	  	  We	  need	  x	  items	  to	  see	  this	  speciﬁc	  outcome	  
•  Dollar	  Speciﬁc:	  	  	  We	  need	  to	  raise	  $	  to	  see	  this	  speciﬁc	  outcome	  




Campaign	  ObjecPve:	  	  Stretch	  




ORGANIZE	  YOUR	  TEAM	  
Campaigns	  run	  by	  two	  or	  more	  team	  
members	  raise	  94%	  more	  money	  than	  
campaigns	  run	  by	  single	  individuals	  
•  Diverse	  skills	  
•  Tasks:	  strategy,	  campaign	  
updates,	  network	  outreach,	  
support	  
•  Combined	  personal	  
networks	  has	  larger	  reach	  
•  Champions	  
ORGANIZE	  CAMPAIGN	  MEDIA	  
Campaigns	  that	  use	  a	  pitch	  video	  raise	  
115%	  more	  money	  than	  campaigns	  
that	  use	  a	  pitch	  image	  
•  Behind	  the	  scenes	  clips	  
•  Photos	  of	  team,	  program,	  
beneﬁciaries	  
•  StaEsEcs	  that	  support	  your	  
goals	  
•  Background	  informaEon	  
•  Blurbs	  
•  Champion	  support	  materials	  	  
-­‐	  cut	  and	  paste	  tweets	  
•  Kicked	  oﬀ	  with	  staﬀ	  
•  Recruited	  well-­‐known	  
champions	  aligned	  to	  
mission	  
•  Recruited	  pro	  bono	  
volunteers:	  PR,	  Video,	  
Photography,	  Content	  
•  AcEvated	  board	  
•  Reached	  out	  to	  aligned	  
partner	  organizaEons	  
and	  individuals	  to	  
promote	  on	  social	  
media	  channels	  

SOCIAL:	  TELL	  YOUR	  STORY	  
•  The	  Issue	  Story:	  	  This	  story	  talks	  about	  the	  ﬁeld	  or	  ﬁelds	  within	  
which	  you	  work	  and	  how	  your	  project	  solves	  a	  larger	  social	  issue	  
•  The	  Local	  Story:	  	  This	  is	  about	  a	  speciﬁc	  local	  community	  and	  
how	  your	  project	  serves	  them	  
•  The	  People	  You	  Serve	  Story:	  	  	  This	  is	  the	  story	  of	  how	  the	  
people	  you	  serve	  through	  your	  project	  will	  be	  transformed	  
•  The	  Behind	  the	  Scenes	  Story:	  	  This	  is	  a	  peek	  inside	  how	  your	  
organizaEon	  is	  working	  on	  the	  project	  or	  why	  it	  is	  important	  
•  InnovaPon	  Story:	  	  	  It	  describes	  what	  are	  you	  doing	  that’s	  new,	  
unique	  or	  innovaEve?	  
•  Personal	  Passion	  Story:	  	  	  Why	  your	  supporter	  is	  passionate	  
about	  your	  program	  
What	  ever	  form	  you	  choose,	  story	  must	  align	  with	  your	  fundraising	  objecEve	  and	  
draw	  out	  human	  emoEons	  ….	  	  
hNps://www.youtube.com/watch?v=SCPbIW7JCTE#t=31	  
hNps://www.youtube.com/watch?v=l2sgNVaTmiI	  
EXERCISE:	  	  	  BRAINSTORM	  YOUR	  STORY	  
Once	  upon	  a	  Eme…	  
This	  happened	  ….	  
And	  this	  happened	  …	  
	  
UnEl	  one	  day…	  
We	  raised	  $	  from	  a	  
crowd	  funding	  
campaign	  and	  …..	  
	  
And	  ever	  since	  that	  day	  
	  
And	  the	  moral	  of	  the	  
story	  is	  …	  
SOCIAL:	  ENGAGEMENT	  





SOCIAL:	  	  INFLUENCERS	  &	  CELEBRITIES	  
VIDEO	  
SOCIAL:	  	  INFLUENCERS	  &	  CELEBRITIES	  
SOCIAL:	  SOCIAL	  PROOFING	  
•  Ask	  champions	  to	  tag	  
or	  call	  out	  people	  in	  
their	  network	  to	  
donate	  
•  Thank	  people	  
publically	  
•  Don’t	  open	  your	  
campaign	  with	  $0	  
•  Encourage	  sharing	  of	  
your	  content	  or	  
stories	  
Say	  Thank	  You	  In	  
CreaEve	  Ways	  
SOCIAL:	  CREATIVE	  THANK	  YOUS	  
hNps://www.youtube.com/watch?v=WYWhkhzs_bM	  
TOOLS:	  PLATFORMS	  AND	  GIVING	  DAYS	  
TOOLS:	  PLATFORMS	  AND	  GIVING	  DAYS	  
The	  Top	  Social	  Good	  Crowdfunding	  Sites	  
SEND	  Your	  Inner	  CriPc	  on	  VacaPon	  
Exercise:	  	  Yes,	  You	  Can	  Draw!	  .	  




•  Random	  Rapid	  
Debriefs	  
•  2	  minutes	  
Closure	  
•  Just	  two	  words	  as	  your	  takeaway	  
•  Feedback	  on	  the	  process	  




@kanter	  on	  TwiNer	  
	  
